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This study of information content of Thai and American 
television advertising was developed in the context of the Foot, Cone 
and Belding planning matrix to investigate advertising information 
content across cultures. 
The results from a two-way ANOV A indicate two statistically 
significant differences in the variety of the information content 
between two countries, Thailand and America. Also, there is an 
interaction between country of origin of products and type of 
product categorized by the FCB matrix. Both variables account for the 
significant difference between the variety of information content. 
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When tested with a t-test, two significant differences were 
found. The variety of information content from Thai and American 
television advertisements are different in cell 1 and cell 4 but not in 
cell 2 and cell 3. 
The main factors that might account for these differences are 
discussed in chapter 5. Also, recommendations for the future study 
are given. 
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Chapter 1 
INTRODUCTION 
Culture is particularly important in advertising 
communications, since communication is closely tied to cultural 
norms. A consumer who is exposed to culture becomes 
committed to that culture's style of thinking and feeling, value 
systems, attitudes and even perception process, which are all 
culturally influenced (Hong, 1987: 55-62). Consequently, 
promotional communications are developed to coincide with a 
particularly cultural norm. 
As a form of social communication, advertising is 
considered to be particularly reflective of culture. Culture 
values tend to be reproduced in idealized form through 
advertising so that the audience may want to identify closely 
with the subject of the advertisements. This culture-laden 
characteristic of advertising prompts this researcher to have an 
interest in cross-cultural studies of advertising. 
The purpose of this thesis is to investigate advertising 
information content across cultures between Thai television 
advertising and American television advertising. This sort of 
cross-cultural study is particularly important because cultural 
differences often function as boundaries in international 
advertising (Ng; Potibut, 1990: 2). Specific emphasis is placed on 
understanding how different cultures influence advertising 
information content. This study provides the analysis and 
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interpretation of information content using the Foote, Cone, and 
Belding (FCB) matrix (Vaugh; 1980: 27-33, 1986: 57-66). 
Hypothesis 
Based on researches conducted in the area of informative 
content of television advertising since 1977, it appears that 
different cultures are producing different advertising content 
and expressions (Hong; Muderrisoglu; Zinkhan, 1987: 55-62). 
Thus, the following are hypothesized: 
Hl: The variety of information content in Thai television 
advertising are different from American television 
advertising. 
H2: The variety of information content in Thai and American 
advertising varies according to decision-making 
contingencies defined by the Foote, Cone,1 and Belding 
(FCB) planning model. I 
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Background 
Though it is widely accepted that cross-culture differences 
in perception exist, there is little empirical evidence actually 
documenting such differences or suggesting the particular form 
or pattern they take. 
When advertisers convey anything across culture 
boundaries there may be a great difference between what was 
intended and what was received. The saying "on the rocks" 
means one thing in the U.S. and can hardly be understood in 
Hebrew. Much of the difficulty in international communication is 
not just a matter of understanding such sayings, but of 
understanding nonverbal signals that are generally coded so 
automatically within a single culture that we are quite 
unconscious of them (Cole and Bruner, 1971: 26; Harott, 1970). 
The international advertisers must constantly be on the 
alert to cultural variation. Advertising planning research, 
segmentation, media selection, creative considerations, and 
campaign strategies all become more complex when the 
additional variables of international operations are introduced. 
Domestic success is no guarantee of predictable success in a 
different country. Many successful American advertising 
campaigns failed overseas, because of the failure to understand 
fully the foreign culture and its social norms (Ricks, Arpan and 
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Fu, 1974: 47-51). 
Cultural differences between advertisers and consumers 
might function as boundaries or barriers which must be 
overcome if understanding and satisfaction are to be achieved 
(Cole and Bruner, 1971 ). Since the ad creator (usually 
advertising agency) is a member of a specific culture, it is 
assumed that his ads convey messages indicative of particular 
dispositions that his culture has toward general world themes. 
This may be especially true when the creator is instructed by 
the marketing company to prepare an international ad 
conveying a paiticular information content, fot the marketer 
must be sensitive to both the reactions of foreigners and the 
viewers in his own country who may be exposed to the same ad. 
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Chapter 2 
REVIEW OF LITERATURE 
A review of literature was conducted in order to identify 
research completed concerning the FCB Planning Model, cultural 
background of Thai People, and information content in television 
advertising. The review of literature has been divided into three 
sections: section one focuses on the FCB Planning Model; two 
focuses on cultural background of Thai people; and three focuses 
on information content of television advertising. 
The FCB Planning Model 
In response to a need for strategic discipline and creative 
stimulation during advertising planning Foote, Cone, and Belding 
in Los Angeles explored and developed a comprehensive 
communication model that has become known as FCB matrix 
(Vaugh, 1980: 27-33). Building upon traditional consumer 
response theories (Kotler, 1965: 29) and the hierarchy-of-effects 
model and its variants (Lavidge and Steiner, 1961: 59-62; 
Robertson, 1970), this new model combines high-low 
involvement and left-right brain specialization. The result was a 
visually coherent and intriguing matrix (see figure 1). 
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The FCB approach classifies products and services as: 
1). "thinking" and "feeling" 
2). "high" and "low" (involvement) 
This model suggests that there are purchase decisions where 
thinking is most involved and others where feeling dominates; 
there are situations that require more involvement and those 
that require less. The combination of these reference produces a 
strategy matrix that encompasses most of the traditional 
theories as well as the various effects hierachy models. 
"Thinking and feeling" is a continuum in the sense that 
some decisions involve one or the others, and many involve 
elements of both. Over time, there is movement from thinking 
toward feeling. "High and low involvement" is also a continuum, 
and the vertical side of the matrix displays this. It is suggested 
that over time high involvement can decay to relatively low 
involvement. 
Now identified simply as the FCB grid (Berger, 1985), 
this planning model delinates four primary advertising 
planning strategies--"informative," "affective," "habitual," and 
"satisfaction," with their most appropriate traditional and 
variant hierarchy of effects models. 
(Figure 1 on following page) 
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Figure 1 
High 
involvement 
Low 
involvement 
THINK FEEL 
Cell 1 The informative strategy (rational dimension) is for highly 
involving products/services where thinking and economic 
considerations prevail. The classical hierachy-of-effects 
sequence: awareness-----> knowledge----->linking 
----->preference----->conviction----->purchase-abbreviated to 
"learn----->feel----->do"- is the designated model for such big 
ticket-items as cars, appliances, and insurance, large appliances. 
Cell 2 The affective strategy is for highly involving and feeling 
(emotional) purchases, those more psychological products 
fulfilling self-esteem, subconscious, and ego related impulses 
requiring perhaps more emotional communication. A variant 
hierachy putting "feel" before "learn" and "do" is the priority for 
such products as cosmetics, jewelry, and fashion clothing. 
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Cell 3 The habitual strategy is for those low involvement and 
thinking products with such routinized consumer behavior that 
learning occurs most often after exploratory trial buying. This 
implies a responsive, behavioral learning by doing. Although 
some minimal level of awareness may precede purchase, deeper 
learning is not necessary for such commodity decisions as paper 
products, household cleaners or gasoline. 
Cell 4 The satisfaction strategy is for low involvement/feeling 
products, items of personal taste, "life's little pleasures" such as 
beer, cigarettes, and candy. A social model is useful for many of 
this peer-oriented items, and the hierachy places "do" before 
"feel" and "learn" because product experience is so necessary as 
a part of communication process. 
(Figure 2 on following page) 
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Figure 2 
THINKING---------------->FEELING 
1. Informative (Thinker) 2. Affective (Feeler) 
car-house-furnishing new Jewelry, cosmetics, fashion 
products-apparel motorcycles 
Model: Learn-feel-do Model: Feel-learn-do 
(Economic motive) (Psychological motive) 
Possible implications Possible implications 
Test: Recall, diagnostics Test: Attitude change 
Media: Long copy format emotion arousal 
Creative: Specific Media: More image, larger 
information, space ads 
demonstration Creative: Executional impact 
3.Habit information (Doer) 
food, household items 
Model: Do-learn-feel 
(Responsive motive) 
Possible implication 
Test: Sales 
Media: Small space ads 
I second ID's 
radio, POS 
Creative: Reminder 
4. Self-satisfaction (Reactor) 
cigarettes, liquor, candy 
Model: Do-feel-learn 
(Social motive) 
Possible implication 
Test: Sales 
Media: Billboards, newspaper 
POS 
Creative: Attention 
Reaction to the grid was positive and enthusiastic. Despite, 
or perhaps because of its simplicity, many advertisers accepted it 
as a practical, creative way aroqnd the overutilization of the 
classical learn-->feel-->do hierachy planning. Even in its earliest 
application, the grid: 
1). helped organized available research and 
management opinions about category and brand placement in 
consumer involvement and think-feel terms; 
2). stimulated insightful questions and 
hypotheses about a product's advertising options in the content 
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of competitive situations; 
3 ). and brought previously unconsidered 
emotional, nonverbal, and sensory strategic possibilities into 
legitimate contention with rational, verbal, and semantically 
more powerful suggesstions. 
Because the grid managed to condense almost three 
decades of consumer behavior theory into a practical format, it 
worked surprisingly well in a variety of problem-solving 
situations. It was even pointed out that the grid itself exemplified 
the unity of left-right brain complementarity in being both 
verbal and visual, thereby virtually compelling a new way of 
approaching strategic planning for even a long established 
product. 
The value of the grid in providing workable strategic 
solutions had been demonstrated in several advertising success 
stories, but FCB nevertheless undertook an extensive research 
and development program (Ratchford, 1985) A considerable 
effort went into operationalizing involvement and think-feel, and 
eventually eight scales were accepted: 
Involvement 
1. Very important/unimportant decision. 
2. Lot/little to lose if you choose the wrong brand. 
3. Decision requires lot/little thought. 
Think 
4. Decision is/is not mainly logical or objective. 
5. Decision is/is not based mainly on functional facts. 
Feel 
6. Decision is/is not based on a lot of feeling. 
7. Decision does/does not express one's personality. 
8. Decision is/is not based on looks, taste, touch, smell or sound 
(sensory effects). 
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The primary grid validation study was conducted in the 
United States among 1,800 consumers across some 250 product 
categories. Respondents rated recently purchased 
products/services using the eight scales, which permitted grid 
mapping of the basis of in:volvement and think-feel 
dimentionality. Ten representative categories 
figure 3. 
(Figure 3 on following page) 
are illustrated in 
Figure 3 
FCB U.S. Grid Study 
1 
High 
involvement 
Life 
insurance 
35mm 
camera 
Think 
Motor oil 
3 
Low 
involvement 
Liquid 
household 
cleaner 
Clothes 
Pins 
4 
Feel 
2 
Family car 
Perfume 
Complexion 
soap 
Greeting 
card 
Popcicle 
Products and services plotted where resonably expected 
analysis of individual scale scores helped profile which 
construct had contributed most to category location. And, as a 
quality control check on the test instrument, the scales were 
correlated by factor (table 1). 
(Table 1 on following page) 
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Table 1 
FCB Grid Study-Factor Correlation 
Involvement Think/Feel 
Important .96 .03 
Lose .90 .03 
Thought .97 .12 
Logical/objective .93 .28 
Facts .75 .50 
Feeling .70 .66 
Personality .47 .80 
Sensory effect .47 .65 
Some think and feel items correlated with involvement, 
which confirmed that it was possible to have varying amounts 
of think and feel-high or low- depending on involvement. The 
involvement and think-feel factors, however, worked very well 
in discriminating consumers' product-decision space. 
While brand and attribute mapping are far from unique 
having such analysis anchored to a strategic planning model is 
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extremely useful in advertising development. The linkage to 
consumer decision processes reassures that that executional 
options are being created in a relevent context and that final 
advertising is more likely to be motivating. 
Despite the successful application of the grid in planning 
advertising, FCB have nontheless continued to speculate about 
the involvement and think-feel dimensions. Fortunately, many 
other are doing so as well. For example, the FCB grid defines 
involvement in the context of a consumer's purchase decision, 
it is clear that it could also be defined in the purchase situation 
or in product consumption (Kassarjian, 1981). 
Since the grid is often used to reflect on previous 
consumer research as well as current marketing judgements 
about a product positioning and advertising opportunities, it is 
important to be flexible and insightful about consumer 
involvement. The real question is not how much involvement 
but what kind and what it means. Recent projects by Laurent 
and Kapferer (1985: 41-43) and Slama and Tashchian (1985: 
72-82) are promising in their exploration of an array of 
involvement elements. 
The think-feel dimension is more problematic. While 
split-brain research supports specialized cognitive and 
affective mental styles, it is also recognized that the brain is 
actually a unified system (Levy, 1981) that integrates complex 
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stimuli and adroitly manages both information and emotion. 
But most discussion of this topic in the marketing literature 
had been metaphorical rather than empirical. Some advertising 
appreciations (Hansen, 1978: 23-36; Appel, 1979: 7-15; 
Krugman, 1980 65-68; Weinstein, 1982: 59-63) suggest that 
what we may be contending with, in its simplest 
communication form, is a verbal/nonverbal and semantic 
sensory continuum that allow people to integrate information 
and emotion as necessary. 
Perhaps the best that can be said at this time is that 
emotion has at least become a legitimate topic of discussion in 
making effective advertisement (Holbrook and O'Shaugnessy, 
1984: 545; Zajonc, 1982; Stout and Leckenby, 1984) and there 
is also renewed interest in nonverbal elements in advertising 
(Haley, 1984). 
While there is still much to be learned about thinking 
and feeling in advertising, the distinction made by Holbrock 
(1978) between "logical, objectively verifiable description of 
tangible product features" and "emotional subjective 
impression of intangible aspects of the product" are 
fundamentally important for anyone confronting the 
uncertainties of advertising strategy and perplexity of creative 
executions. 
Other work continues on the hierachy-of-effects model 
(Preston and Thonson, 1984: 59), behavior-oriented consumer 
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learning models (Nord, 1980: 36; Rothschild, 1981: 70) and 
attitude dominant (Mitchell, 1981: 318; Shimp, 1981: 9-15). 
The FCB grid has helped to break through a previously 
rigid strategic barrier and become more expansive and creative 
in developing advertising. It has made strategic creative 
planning more relevant in terms of potential consumer 
response and stimulate more exciting executions. It has done so 
largely by opening up the advertising planning discussion to 
how advertising works. Strategists have isolated rational 
versus emotional appeals, suggested involvement-raising 
options, and considered moving a brand in consumer 
perception-all within the context of unified model of 
advertising effectiveness. However, not all advertising works in 
the same way. Sometimes communication of key information 
and salient emotion will be needed to get a sale; at other times 
consumers will need one, but not both and often buying may 
occur with little or no information and emotion. The purpose of 
FCB matrix is to identify the information, emotion and action 
leverage for particular product, build the appropriate 
advertising model and execute it (Vanghn, 1980: 27). 
Cultural background of Thai People 
Although Thai society appeared homogeneous, it actually 
represented a compromise among various groups, which, in 
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order to preserve their own identity, accepted certain aspects 
of general Thai identity. An estimated 85% or more spoke a 
language of the· Tai family and shared other cultural features, 
such as adherence to Theravada Buddhism, regionalism and 
ethnic differences which were socially and potentially 
significant. Moreover, these differences affected the access of 
specific groups and regions to economic and other resources. 
Perhaps the principal fact of regional and ethnic 
relations was the social, linguistic, and political dominance of 
the Central Thai, who were descendants of the subjects of the 
pre modern kingdoms. The Central Thai were defined as those 
who were considered Central Thai by their birthplace and by 
their first language. However, with the advent of increased 
migration, modern communication, and education, it was 
becoming increasingly difficult to use language to determine 
place of origin. 
The Central Thai constituted but one of the regionally 
defined categories that made up the majority of the core Thai. 
The number of persons belonging to groups other than the 
core Thai was difficult to identify precisely, whether 
membership in those groups was defined by language, by other 
features of culture or by an individual's self-identification. 
Central Thai was spoken with varied fluency all over the 
country as the education system reached larger numbers of 
children. Nevertheless, regional dialects (or their local variants) 
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remained the language of the home and of the community. 
Leaming Central Thai is not a simple matter. The dialects of the 
four regional components of the core population are only 
mutually intelligible with difficulty. There are lexical and 
syntactic differences as well as differences in pronunciation. 
Differences in dialect were sometimes an irritant in relation 
between those whose native tongue was Central Thai and 
persons from other regions. On the one hand, if persons 
migrating from other regions to Bangkok ( capital of Thailand) 
spoke their own dialect, they might be treated with contempt 
by the Central Thai. If, on the other hand, such persons failed 
to speak Central Thai with sufficient fluency and proper accent, 
that, too could lead to their being treated disrespectfully. 
Generally, before the trend toward homogenization of 
dress, language, and form of entertainment fostered by modern 
communication, there were regional differences in custom, 
folklore, and other aspects of culture among the Thai people. 
The continuing retention of these differences into the 1980's 
seemed to be a function of relative remoteness from Bangkok 
and other urban areas. Of some importance, according to 
observers, was the tendency to cling to, and even accentuate, 
these differences as symbols of a sense of grievance. 
In general, Thai people are notably influenced by 
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Buddhist doctrine and matters of the heart, while American 
people are being less influenced by religion, but more 
influenced by pragmatic considerations. Also, Americans have a 
sense of alienation and apathy that was not found in Thai 
people. In addition, Thai culture places an extreme emphasis on 
positive social interactions as seen in valuing politeness, 
avoidance of face to face conflict, and merit-making (Yablo, 
1990: 227). 
Information content of television advertising 
Presumably, every commercial transmits some 
information by transmitting visual and audio stimuli that 
provide a meaningful cue (one unit of information) to at least 
some portion of the audience. In order for a commercial to be 
considered informative, it must permit a typical viewer to 
make a more intelligent buying decision after seeing the 
commercial than before seeing it. In other words, it must 
provide cues that enable viewers to better achieve their own 
personal sets of purchase objectives, whatever they may be. 
In an attempt to examine the information content of U.S. 
advertising, Resnik and Stern (1977: 50-57) operationally 
defined 14 categories of "objective stimuli" (described in the 
next section). Their work showed that U.S. television 
advertising taken as a whole was low in information content. 
Less than one half of the ads (49.2%) were deemed 
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informative in one criterion, 16% on two criteria and 1 % on 
three criteria. Sixty percent of weekday morning and evening 
commercials proved to be informative, while most of the 
telecast during weekday afternoon and the weekend mornings 
were less informative. Subsequently, comparative works show 
that informative content in U.S. ads is lower than that found in 
samples drawn in Australia ( Dowing, 1980: 34-37) and 
Equador (Renforth and Raveed, 1983: 217), and is equivalent to 
Canadian information content (Pollay; Zaichkowsky; and Fryer, 
1980: 440). As for magazine advertising Japanese ads would 
provide fewer information cues than American ads (Hong; 
Muderrisoglu and Zinkhan, 1987: 55). 
Cross-Cultural Study on Television Advertising Informativeness 
Cross-cultural research in this area has been principally 
dealing with two problems: the decision of whether to 
individualize advertising messages in every country or to 
standardize the ads worldwide (Marquez, 1979: 150-162), and 
how cultural and economic differences affect informativeness 
of advertising. 
The cross-cultural studies in this area have been 
undertaken among three different countries, whose economic 
status ranging from developing and newly developed to fully 
developed (Equador by Renforth and Raveed, 1983; Australia 
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by Dowling, 1980; U.K. by Weinberger and Spotts, 1989). 
Renforth and Raveed and Dowling's study duplicated Resnik 
and Stern's sampling and experimental procedures and both 
attempted to draw comparison with relevent U.S. findings. One 
dissimilarity in Dowling's study was that the television 
commercials were all "regional ads" rather than "national ads" 
because television commercials in Australia were not produced 
nor broadcasted on a national basis. Dowling (1980: 34-37) 
found that in Australia the ratio of informativeness to 
noninformativeness declined in a reverse pattern from the U.S., 
especially on weekdays The relationship between 
informativeness and product categories followed the same 
trend. Television commercials for food and instituitonal 
products were lower in informativeness than the remaining 
product categories (69:83% for Australia and 46:56% for the 
U.S.). 
The Renforth and Raveed(1983: 216-225) study showed 
that Equadorian commercial pattern tended to follow the 
Australian informativeness according to broadcast time. 
However, the type of product advertised did not account for 
significant differences in informativeness in Equador. 
An assumption that can be made based on these two 
research results is that product life cycle factor might account 
for high informativeness in both Australia and Equador. Many 
products in a mature stage irt a developed economy (United 
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States) may be an informative or growth product in lesser 
developed economies (Australia and Equador respectively). The 
proportion of mature products and economy is likely to 
increase directly with the stage of economic development. To 
provide information may be an especially important task in the 
arena of a developing country where people may not always be 
aware of possibilities which new products offered (Renforth 
and Raveed, 1983: 216-25). 
The information content of United Kingdom ads 
(Weinberger and Spotts, 1989: 84-94) was slightly different as 
the study utilized both 14 cues and the FCB matrix which cross 
examines product decision making situation along two 
dimensions; high/low involvement and thinking/feeling. The 
study judged 867 ads in which 566 were U.S. and 301 U.K.'s. 
They found that the informativeness of the U.S. ads had 
increased significantly since 1977. In the category of the low 
versus high involvement and emotional (feeling) about sixty-
five percent of total sample were informative, compared to 
53.6% in the U.K .. The level of informativeness of British ads 
was low when compared to U.S. ads which are more "hard sell." 
American and Thai television commercials were chosen 
for comparison in this study. Generalizations about entire 
cultures are difficult and dangerous to make; nontheless, it is 
possible to observe and report cultural differences. With this 
caveat in mind, it is sometimes noted that western culture 
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differs from eastern in that the former is more adventurous in 
nature than the latter. The western mode of living is 
characterized, in a broad sense, by confrontation with the 
external environment; this confrontation has led to rational and 
abstract mode of thinking. On the other hand, in eastern 
countries, the mode of living is characterized by adaptation to 
external environment. 
To date, none of the cross-cultural informativeness study 
has been conducted on Thai and western ·cultural background. 
However, with the highest literacy rate (89%) among the 
developing countries in Southeast Asia, the rapid growth of 
gross national product which increased from $40 billion in 
1989 to $52 billion in 1990 (6.37% increased, while the average 
increasing of other countries in Southeast Asia is 1.5%). Also, 
the booming of communication business, mainly in advertising 
(World Alamanac and Book of Fact, 1991), make Thailand one 
of the most prominant countries in Southeast Asia. Thus, the 
purpose of this thesis is to contribute to this discussions by 
analyzing the level of information content in advertising from 
Thailand at the present stage of delopment (developing status) 
and in U.S.A. which has a fully developed economic status. 
The objective of this thesis is to determine if in practice, 
advertising information content is similar in these two 
countries and to account for the differences, if any, that might 
be observed. 
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Method 
Variable 
Chapter 3 
.MEIHODOIOOY 
Independent variable: Thai television advertising and U.S. 
television advertising. 
Dependent variable: the variety of information content in Thai 
and U.S. advertising. 
Sampling 
1. Random sampling procedure were used to select 
viewing dates and times of U.S. commercials from national 
television networks; ABC, CBS, NBC. A total of 100 selected 
commercials which aired during primetime 8:00 p.m.-11 :00 
p.m. during the week February 28 - March 2, 1992 were 
recorded for scrutinizing by the researcher herself. 
2. Random sampling procedure were used to select 
viewing dates and times of Thai television commercials from 5 
television channels: 3, 5, 7, 9, and 11. A total of 100 selected 
television commercials which aired during primetimes 8:00 
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p.m.-11:00 p.m. during the week February 15-20, 1992 were 
recorded by Mr. Jane Waeochan (the researcher's father) for 
scrutinizing by the researcher. 
Random sampling procedure were used to reflect the 
actual proportions of commercials aired during those time 
periods in each country. Thus, every network and television 
channel has proportional representation in the final set of 
advertising. 
Measures 
1. Categorize all 100 commercials form each country into 
the FCB matrix (4 cells, according to the following categories). 
To make a decision on assigning a particular product into a 
certain product category, the researcher strictly followed 4-
strategy-model on page 7 (the 4-strategy-model was 
developed upon the consumer response category and the 
hierachy-of-effects model). To utilize this strategy, the 
researcher used the model "learn-feel-do" to assign the 
products into cell 1, the model "feel" before "learn" to assign 
the products into cell 2, the model "learning by doing" to assign 
the products into cell 3 and "do" before "feel" and "learn" to 
assign the products into cell 4. However, one might have some 
difficulty or make mistakes in using the above models when he 
comes up with the same type of products which are supposed 
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to be assigned into different categories. For example, cosmetics 
(cologne; cell 2 products) and personal care products 
(deodorant; cell 3 products) might be categorized into the same 
category, if the researcher considered cologne and deodorant as 
the same type of product. Cologne and deodorant are used for 
almost the same purpose, however, cologne is not considered a 
personal care product, because cologne is for self-fulfilling and 
ego related impulses (it feels good to smell better than any 
other people) and the model "feel" before "learn" and "do" is 
the priority for this product (cell 2 product). While deodorant 
is considered necessary and needs to be used on a daily basis 
as a protection from bad smell, in purchasing deodorant, 
deeper learning is not necessary for this commodity decision 
(cell 3 product). 
Product categories 
Cell 1: Car, house, home furnishings, appliances, camera, 
insurance, traveler's checks, auto tire and batteries, and electric 
ranges. 
Cell 2: Jewelry, fashion apparel, cosmetics, perfume, 
motor cycles, hair coloring, sunglasses, sports vehicles. 
Cell 3: Food, OTC drugs, household products, feminine 
hygiene products, coffee, tea, breakfast drinks, yogurt, motor 
oil, laundry products, personal care products, credit cards, 
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banks. 
Cell 4: Fast food, desserts, beer, soft drinks, cigarettes, 
liquor, candy, long· distance phone calling. 
2. Evaluate the information content of each television 
advertisment by asking the question: does this commercial 
communicate any of the criteria listed in table 2? All television 
advertisments were video recorded which allowed adequate 
time for judgement and analyzing. The researcher herself rated 
all advertisments from both countries employing the following 
steps; 
1). view all selected advertisments from both countries, 
Thailand and America 
2). view each advertisment, one at a time, and write 
down all audio and video information (both visually and 
verbally) 
3). view each advertisement and its script and rate for 
information content using rating form (see appendix ) 
4). assign each rated advertisement into each category of 
FCB matrix according to the type of product. 
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Table 2 
Criteria for classification of iqformation content 
1. Price-value 8. Nutrition 
2. Quality 9. Packaging or shape 
3. Performance 10. Guarantees 
4. Components and content 11. Safety 
5. Availability, i.e., distribution 12. Independent research 
6. Special offers 13. Company research 
7. Taste 14. New concept 
(Resnik and Stern, 1977) 
Chart 1 
Information classification categories 
Value: Assertions regarding satisfaction for the value 
retention capacity of the product. 
Quality: Assertions regarding product characteristics which 
distinguish a particular product from competing products based 
upon an objective evaluation of workmanship, engineering, 
durability, excellence of material$, structure superiority, 
superiority of personnel, attention to detail or special services. 
Performance: Assetions regarding what the product does and 
how well it does, what it is designed to do in comparison to 
alternative purchases? (the comparison may be implied, e.g., 
this is the best Widget). 
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Con v en i enc e: Assertions that the product is easy to use 
and/or easier than some alternatives. 
Content promotional: Assertions regarding the contents of 
the product in abstract to psudo-scientific terms, e.g., pain 
relievers "contains XL-97"; cleaners, "23% more cleaner power." 
These terms are largely unidentifia,ble to the layman. 
Content identifiable: Assertions regarding the contents of 
the product in content identifiable terms that have a definite 
meaning to the layman, e.g., oils, cotton, sugar, eggs; or there is 
a specific reference to contents not in the product, e.g., 97% 
caffeine free, or "contains 110 peroxide." 
Price: Assertions regarding the price or the suggested retailed 
price of the product. 
Availability: Assertions regarding when the product can be 
purchased or how the product can be purchased (e.g., mail, 
phone) 
Product variations: Assertions regarding families of the 
product (e.g., shampoo and cream rinse) varying flavors, 
colors, and sizes. 
Packaging: assertions regarding special shapes that products 
are available in, or the packaging that the product is available 
in that makes it more desirable. 
Directions: Assertions regarding how to use the product or a 
demonstration of its use; alternative or variation of use; 
different uses of the product. 
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Taste: Assertions regarding evidence that the taste of a 
particular product is perceived as superior in taste by a 
sample of potential customers (The opinion of the advertisers 
inadequate). 
Nutrition: Assertion regarding specific mention of nutrients 
contained in a product or a direct comparison or the nutritional 
value of other products. For example, "contain Vitamin C" 
classified as nutrition, while "product is nutritious" does not. 
Safety: Assertions regarding safety features available on the 
product. 
Guarantees or warrantees: Assertions regarding the post 
purchase assurances that accompany the product. 
Research and endosements: Assertion regarding result of 
data collected by the company or an independent agency which 
compare the product with the competition or an endosement 
based on those results (e.g., 4 out of 5 doctors recommend ... ). 
Seals of approval, e.g., Canadian Veterinary Association, N.F.L, 
C.F.L., or Good Housekeeping Seal. 
Competitive advantage: Assertions regarding the specific 
advantages of the product over the competing products (The 
reference may or may not mention the name of the competing 
brand). 
Special offer: Assertions regarding limited-time, non-price 
deals availble with a particular purchase. Sale event by retail 
outlet. 
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New Idea: Assertions regarding a totally new concepts and its 
advantages. 
Limitation 
Because of relatively low correlation (.70) between 
researcher and an American rater (who was supposed to judge 
American advertising), the researcher judges both Thai and 
American advertising herself. Therefore, the amount of 
background knowledge of American culture of the researcher 
might affect the judgement ;md the outcome of this study. 
However, the problem of low correlation might be 
overcome by having the same person classify the 
advertisments from both countries. Since the researcher 
herself is a native of Thailand who has studied English as a 
second language for more than twenty years and resided in 
America for more than two years. 
Data analysis 
1. Two-way ANOV A was applied to test the difference (s) 
between the variety of information content from both 
countries. 
2. T-test was applied to test the difference(s) between 
each cell (FCB matrix). 
3 1 
When the researcher wanted to compare several factors 
(dependent variables) at the same time, an Analysis of 
Variance (ANOVA) will be used. An ANOVA is named according 
to the number of factors involved in the study: one-way 
ANOVA investigates one independent variable, a two-way 
ANOV A investigates two independent variables and so on. 
t-test is the method for comparing two groups' average 
scores to determine whether a statiscally significant differences 
really exists between two groups or just a chance of random 
variation. 
In this study, in order to investigate the the differences 
of variety of information content between Thailand and 
America, two-way ANOV A and t-test were applied. 
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Chapter 4 
DATA ANALYSIS 
The first hypothesis stated that the variety of 
information content in Thai television advertising is different 
from American television advertising. Table 3 shows the mean 
number of information cues in Thai and American advertising. 
When comparing the grand means of Thai and American 
information content, difference was found between Thai ads 
and American ads in that American ads (mean score=5.12) 
were more informative than the Thai ones (mean score= 3.98). 
Table 3 
Mean number of Information cues 
Product Thai American 
(FCB Cell) No. Infor. Mean No. No. Infor. Mean No. 
of ads cue ads of ads cue ads 
Cell I 29 109 3.76 19 130 6.84 
Cell 2 7 23 3.29 4 20 5.00 
Cell 3 48 211 4.40 49 230 4.69 
Cell 4 16 55 3.44 28 132 4.71 
Total 100 398 3.98 100 512 5.12 
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A two-way Analysis of Variance (ANOVA) indicates two 
significant main effects, the originality of the product results in 
the difference between two countries. Also, there is statistically 
significant interaction between type of the product and the 
originality of the product on variety of information content. 
Thus, the first hypothesis has been accepted. 
Table 4 
Two-way Analysis of Variance on information content from 
Thai and American Advertising categorized by FCB method 
Source of Variation Sum of Square df Mean Square F 
Row (Countries) 64.98 1 64.98 10.0l * 
Columns (FCB Cells) 17.32 3 5.77 
Interaction(Countries>< 
FCB Cell) 70.39 3 23.46 3.61 ** 
Within-Cells 1246.81 192 6.49 
Total 1399.50 199 
*P<.01 F=6.63, **P<.05 F=2.37 
F values for two-way ANOV A were computed from the 
following formulas; 
t z. 
1). Total sum of squares= ft.Xrc-(~f.Xrc) 
mrc 
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z. z. 
2). Between-rows sum of squares= ~ rCZ:cXrc) - cfi Xrc) 
me mrc 
2. z 
3). Between-column sum of squares= £. c(trXrc) - (:1:£ Xrc) 
mr mrc 
4). Within-cells (group) sum of square 
= f.. x:C - (z Xrcl 
m 
5). Interaction sum of square 
= Total SS- (between + between + within) 
6). Mean squares= SS 
df 
row SS column SS cells SS 
To test the significant difference of the second 
hypothesis, which stated that the variety of information 
content in Thai and American television advertising vary 
according to decision making contingencies, the comparisons 
were made on a cell-by-cell basis using t-test (table 5). The 
result confirmed that those differences were significant in two 
product categories, cell l(big ticket-item product) and cell 4 
(life little pleasure product) (P<.01 and P<.05 repectively). The 
significant result of t-test in the way that support the result of 
two-way ANOV A. 
However, no significant difference was found between 
product categories in cell 2 (self fulfilling product) and cell 3 
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(personal care and household product). 
Table 5 
The comparison on cell-by-cell analysis of information 
content from Thai and American advertising 
Product 
(FCB Cell) 
Cell 1 
- Cell 2 
Cell 3 
Cell 4 
Variety of 
Thai Infor. 
Variety of 
U.S. Infor. 
content content 
109 130 
23 20 
211 230 
55 132 
*P<.01, t=2.704, **P<.05, t=2.021 
Computed t Probability 
3.07 P<.01* 
1.38 
.87 
2.27 · · P<.05** 
t-values from t-test were computed from the following 
formula: 
t = X1 - X2 
Si<1 -x2 
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Chapter 5 
DISCUSSION, CONCLUSION AND RECOMMENDATION 
Discussion 
An attempt was made in this study to discover how 
information content from television advertising appears 
differently in two dissimilar cultures, Thai and American. The 
findings from Two-way ANOV A supported the notion that 
these two cultures produce a different variety of advertising 
information content and when interacted with the PCB matrix, 
both variables influence the variety of information content. 
However, PCB matrix alone does not have any effect on the 
variety of information content. 
When tested with t-test on the cell-by-cell basis, Thai 
and American ads are different in the variety of information 
content, in cell 1 and cell 4 (P<.01 and P<.05 respectively), but 
not in cell 2 and cell 3. 
Products in cell 2 fall into a high involvement and feeling 
category (PCB matrix) which put "feel" before "learn" and "do". 
These products such as cosmetics, jewelry and fashion clothing 
are psychological products, self-fulfilling, subconscious, and ego 
related impulses. These kind of psychological needs are the 
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same across culture. Products in cell 3 fall into low 
involvement and thinking products, household cleaners, and 
personal care products. These products are related to basic 
needs of humans. 
With this knowledge in mind, the variety of information 
content used by Thai and American advertisers in cell 2 and 
cell 3 appeared to be the same. Dichter (1962: 113-121), Coles 
and Branmer, (1971: 876), Bond, Makazato and Shiraishi, and 
Kaplan, (1972: 346) found that basic needs and psychological 
needs may be the same across cultures because they are, to 
some extent, human nature and inherent within our biological 
system. However, attitude and perceptions differ because they 
are more influenced by culture 
Products in cell 1 and cell 4 fall into the categories of 
purchases based on economic consideration, which varied by 
individual's economic status and literacy (Vaughn, 1980: 27). 
According to World Almanac and Book of Facts (1992: 497), 
the literacy rate of Thailand (89%) is not considered high when 
compared with the literacy rate of . America (99%). This 
difference might account for dissimilarity between the variety 
of information content in Thai and American advertising. The 
study of Kaynak and Mitchell (1981: 37) reveals the same 
notion that in developed countries advertising copy contain 
more information due to the higher level of literacy and 
education. 
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Even though there are significant differences between 
the variety of information content in cell 1 and cell 4 from Thai 
and American ads, there is a significant association between 
the informativeness of the advertisements and the type of 
product advertised (Stern, Resnik, and Grubb, 1977: 359). This 
supports the first hypothesis. As shown in table 3, the mean 
number of information content from both countries are 
especially high in cell 1 and cell 3, which means that the 
advertisements for big ticket-item types as car, appliances (cell 
1) and commodity decisions types such as household cleaners 
and personal care products need to be more informative than 
other categories. Also, Pollay, Zaichkowsky and Fryer (1980: 
438) found that capital goods, which are appliances, motor 
vehicles and others big ticket items show the highest volume of 
information content. 
As for American advertisements, the ads which contained 
the most information are typically "hard sell" and are the very 
ads most commonly criticized by the discriminating consumer 
(Polly, Zaikowsky and Fryer, 1980: 439). Also, Hong, 
Muderrisoglu, and Zinkhan (1987: 56), Lannon and Cooper 
(1983: 6 ) and Lannon (1986: 9) found that American ads use 
direct speech to highlight the merits of the product clearly, 
instantly and logically, whereas the Asian and European model 
is based on a metaphor of myth and ritual (holestic culture) 
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dominated by softer sell with understated humor and highly 
visual (in contrast to verbal) content. 
Another dimension which distinguished American and Asian 
culture is individualism and collectivism. American tends to 
believe that the individual has control of his or her life 
(Stewart, 1972). In this culture pattern, competition is 
encouraged and confrontation is considered a matter of course. 
Reflecting this social value, many American ads are produced 
to demonstrate how the sponsor's product differs from those 
competitors. Comparative advertising is one way to acomplish 
this goal. 
In Thailand, due to the advertising laws that do not 
allow competitive ads in any kind of medium, Thai ads appear 
to be less informative, when compared with American 
comparative ads. 
Thai advertising regµlations are general in scope, as they 
usually don't pertain to specific product categories. In 
addition, extensive government control and the authority to 
censor have resulted in regulations which allow or possibly 
mandate subjective interpretation. In addition, to refer 
directly or indirectly to the competitor is considered against 
this law (Chirapravati, 1989: 178). 
America doesn't have an official regulatory policy for 
comparison advertising as a distinct practice. In order to 
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make any comparison between two products, the difference 
in properties must be identified. As a result, more 
informative content will be used (Wilkie, and Farris, 1975: 5). 
Conclusion 
Differences are found between Thai and American 
survey findings. These findings are: 
1) there is a significant difference between the 
variety of information content from Thai and America 
television advertising 
2) both cultures and the FCB matrix (together) 
account for the difference in the variety of information 
content 
3) there is a significant difference between the 
variety of information content in cell 1 of FCB matrix from 
Thai and American television advertising 
4) there is a significant difference between the 
variety of information content in cell 4 of FCB matrix from 
Thai and American television advertising 
This study provides the first documented evidence 
comparing Thai and American television advertising. In terms 
of the level of similarity of informativeness of Thai and 
American advertising, in cell 2 and 3, the findings of this 
study are very encouraging. Thus, the same products (in cell 2 
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and cell 3.) can be sold with a similar amount of promotional 
appeals and information content (Fatt, 1967: 60-65). 
However, since the 1960's Thai people have been 
Americanized by a myriad of American television shows, 
magazines, etc. Also, Thai people have a very strong opinion 
of American products that "if it is American, it's got to be 
good." 
Even though Thai culture is deeply rooted in Thai 
behavior and characteristic, when it comes time to decide or 
choose between Thai and American products, average people 
will choose American products. 
Upon closer look at the Thai ads, a certain number of 
advertising use Western looking setting in order to imitate 
American atmosphere or use American Voice-Over to read 
identification lines. To some extent, this accounts for cultural 
assimilation between Thai and American cultures, and might 
result in the possibility of interchangable advertising 
campaigns in both countries in the future. 
Recommendation 
It should be noted that, although the differences of the 
variety of information content have been examined in this 
study to uncover cultural differences there might be other 
plausible causes such as: 
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1) number of samples in each category might 
affect the overall outcome of study. In order to arrive at more 
accurate results, more appropriate sampling procedure needs 
to be used 
2) product life cycle (many products which 
have reached matu~ity in highly developed economies may 
yet be innovations or growth products in lesser developed 
economies; products in the earlier stages of the product life 
cycle more frequently use informative promotional programs) 
(Renforth and Raveed, 1983) of each product studied need to 
be examined in order to provide a more universal account for 
the result observed 
3) the availability of each product in the 
marketplace needs to be examined 
4) the length of each ads should be measured 
and the ad should be carefully selected with this criterion in 
mind 
5). advertising information content is 
perceived differently from person to person depending on 
viewer characteristics such as education, social status, sex, 
age, and occupation. Also, consumer responses to advertising 
may vary from the findings derived in this study. Thus, 
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consumer-based measured studies should be done to 
complement the present study. 
In addition to the dimensions examined and 
recommended in this study, there are many others of 
potential interest, including appeal methods, sex roles or 
occupational status. Comparisons can be extended to other 
countries with divergent cultural traditions. 
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APPEND DIBS 
APPENDIX A 
Rating form 
Rater ___________ _ 
Advertising frou'--------
Produc~---,--...,-------...,---
Does this advertisement communicate any of this criteria listed below? If so check 
one(s) that apply. 
__ l. Value (satisfaction for the value retention capacity of 
the product) 
__ 2. Quality (product characteristics) 
__ 3. Performance (what the product does and how well it 
does what it is designed to do) 
__ 4. Convenience (easy to use and/or easier than some alternatives) 
__ -5. Content promotional (content of the product in abstract that 
unidentifiable to the layman ... XL 97, 23% cleaner ... ) 
__ 6. Content identifiable (content of the product in term that have meaning 
to the layman ... oil, contton ... ) 
__ 7. Price (price or suggested retail price) 
__ 8. Availability (where, when, and how product can be purchased) 
-~9. Product variation (family of the product) 
__ 10. packaging (special shapes that product are available in) 
__ 11. Directions (how to use the product or demonstration of its use) 
___ 12. Taste (is perceived as superior in taste by potential customers) 
__ 13. Nutrition (specific mention of nutrients contained in product) 
__ 14. Safety (safety features available on the product) 
__ 15. Guarantees or warrantees (post purchase assurances) 
__ 16. Research and endosements (endosed by company or independent 
agency or seals of approval) 
__ 17. Competitive advantage (specific advantages of the product over 
the competing products) 
__ 18. Special offer (limited-time, non-price deals available with 
particular purchase) 
__ 19. New idea (totally new concept and its advantages) 
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APPENDIXB 
Product categories 
(FCB matrix) 
Table 6 
Thai advertising (in order as appear in video cassette) 
Number of 
advenising 
Product 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
Pickup truck 
Hair tonic 
Home show 
Medicine 
Bird nest (tonic food) 
Shampoo 
Cooking gas 
Insurance 
Sanitary napkin 
Imitation sugar 
Deodorant 
Shampoo 
Moisturiser 
Motorcycle 
Cough droup 
Noodle 
Tooth paste 
Television 
Cologne 
Shingles 
Candy 
Baby powder 
Category 
1 
3 
1 
3 
4 
3 
3 
1 
3 
3 
3 
3 
2 
2 
3 
3 
3 
1 
2 
1 
4 
3 
Number of information 
content 
6 
3 
3 
2 
3 
4 
6 
2 
2 
5 
3 
6 
2 
2 
5 
4 
5 
3 
2 
5 
4 
3 
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Nwnber of Product 
advertising 
23. Medicine 
24. Dairy cream 
25. Shampoo 
26. Housing Project 
27. Film 
28. Gasoline 
29. Keyboard 
30. Hair coloring 
31. Paint 
32. Coke 
33. Sugar 
34. Supermarket 
35. Home project 
36. Snack 
37. Shampoo+ 
conditioner 
38. Camera 
39. Deodorant 
40. Swimming suit 
41. Sanitary napkin 
42. Paint 
43. Drinking water 
44. Cold medicine 
45. Fast food 
46. Air conditioner 
47. Dish washing 
liquid 
48. Noodles 
49. Camera 
50. Baby powder 
51. Thai cola 
52. Cold medicine 
53. Credit card 
54. Golf ball 
55. Yogurt 
Table 6 (cont.) 
Category 
3 
3 
3 
1 
1 
3 
1 
2 
1 
4 
3 
4 
1 
4 
3 
1 
3 
2 
3 
l 
3 
3 
4 
1 
3 
3 
1 
3 
4 
3 
3 
1 
3 
Nwnber of information 
content 
8 
7 
3 
3 
2 
8 
4 
7 
6 
1 
4 
4 
5 
4 
5 
5 
2 
1 
4 
3 
1 
6 
3 
2 
5 
2 
3 
4 
2 
5 
2 
4 
4 
54 
55 
Table 6 (cont.) 
Number of Product Category Number of information 
advertising content 
" 
56. Fast food 4 6 
57. Air line 1 5 
58. Television 1 3 
59. Pop 3 3 
60. Cold medicine 3 6 
61. Tooth brush 3 4 
62. Car 1 3 
63. Television 1 1 1 
64. Medicine 3 9 
65. Shampoo 3 5 
66. Mosquito trap 3 3 
67. Snack 4 6 
68. Coffee 4 3 
69. Condensed milk 3 10 
70. Television 1 2 
71. Diapers 3 3 
72. Candy 4 1 
73. Medicine 3 6 
74. Shampoo 3 5 
75. Home project 1 4 
76. Shampoo 3 5 
77. Home project 1 2 
78. Medicine 3 5 
79. Motor oil 3 4 
80. Tonic food drink 4 5 
81. Shin~les 1 5 
82. Tooth paste 3 3 
83. Noodles 3 3 
84. Mouth wash 3 3 
85. Refrigerator 1 2 
86. Snack 4 4 
87. Baby powder 3 5 
88. Car 1 3 
89. Paint 1 1 
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Table 6 (cont.) 
Number of Product Category Number of information 
advertising content 
90. Air conditioner 1 5 
91. Liquor 4 2 
92. Beauty soap 2 3 
93. Medicine 3 6 
94. Running shoes 3 3 
95. Astringent 2 6 
96. Camera 1 5 
97. Ice cream 4 5 
98. Deodorant 3 2 
99. Golf club 1 2 
100. Tonic drink 4 2 
Table 7 
American advertising 
Number of Product Category Number of information 
advertising content 
1. Car rental 4 5 
2. Department store 2 5 
3. Truck 1 6 
4. Auto loan 1 3 
5. Business firm 1 5 
6. Window 1 18 
7. Glue for false teeth 3 2 
8. Medicine 3 4 
9. Pasta sauce 3 3 
10. Shampoo 3 3 
11. Exercise equipment 1 4 
12. Magazine 3 10 
13. Calling card 4 6 
Number of 
advertising 
Product 
14. Dog's food 
15. Meditrack 
16. Body building kits 
17. Saving fund 
18. Bleach 
19. Shampoo 
20. Fruit drink 
21. Medicine 
22. Imitation sugar 
23. Cereal 
24. String bag 
25. Medicine 
26. Softener 
27. Pasta sauce 
28. Chewing gum 
29. Medicine 
30. Female Product 
31. Medicine 
32. Car 
33. Pizza place 
34. Car 
Table 7 (cont.) 
Category 
35. Cable(pay per view) 
3 
1 
4 
1 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
4 
3 
3 
3 
1 
4 
1 
4 
1 
1 
3 
1 
3 
1 
1 
4 
3 
4 
36. House shop 
37. Car 
38. Salad dressing 
39. Car 
40. Pizza 
41. Car 
42. Car 
43. Catalog ordering 
44. Medicine 
45. Restaurant 
Number of information 
content 
8 
4 
7 
5 
5 
5 
3 
6 
6 
4 
4 
7 
3 
6 
2 
3 
5 
2 
8 
4 
5 
7 
7 
14 
8 
4 
9 
2 
5 
1 
7 
6 
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Number of 
advertising 
Product 
46. Medicine 
47. Lactaid 
48. Greeting card 
49. Panty hose 
50. Fast Food 
51. Liquor 
52. Car 
53. Detergent 
54. Medicine 
55. Cereal 
56. Water bed 
57. Cereal 
58. Beer 
59. Medicine 
60. Vacuum cleaner 
61. Fast food 
62. Toilet cleaner 
63. Beer 
64. Beauty Cream 
65. Cereal 
66. Salad dressing 
67. Deodorant 
68. Fast Food 
69. Soft Drink 
70. Restaurant 
71. Toilet paper 
72. Fast food 
73. Medicine 
7 4. Calling card 
75. Food 
76. Soft Dring 
77. Snack 
Table 7 (con.) 
Category 
3 
3 
4 
2 
4 
4 
1 
3 
3 
3 
1 
3 
4 
3 
1 
4 
3 
4 
2 
3 
3 
2 
4 
4 
4 
3 
4 
3 
4 
3 
4 
4 
Number of information 
content 
2 
4 
1 
3 
10 
2 
3 
6 
5 
5 
6 
6 
2 
4 
4 
7 
1 
3 
6 
5 
3 
3 
9 
6 
4 
6 
7 
6 
3 
15 
1 
2 
58 
59 
Table 7 (con.) 
Number of Product Category Number of information 
advertising content 
78. Chewing gum 4 3 
79. Fast food 4 9 
80. Soft Drink 4 1 
81. Electronics Store 1 5 
82. Medicine 3 2 
83. Cough droup 3 3 
84. Ice cream 4 4 
85. Fast food 4 7 
86. Shampoo 3 4 
87. Chewing gum 4 3 
88. Department Store 4 5 
89. Calling card 4 3 
90. Cheese 3 5 
91. Gasoline 3 5 
92. Cereal 3 4 
93. Department store 4 3 
94. Beauty set 2 5 
95. Medicine 3 1 
96. Shopping center 2 7 
97. Car 1 9 
98. Deodorant 3 5 
99. Medicine 3 3 
100. Refrigerator 1 4 
APPENDIXC 
Table 8 
Two way-ANOV A computation step 1 
Thai 
U.S. 
Total 
Cell 1 
m=29 
Ex =109 
1 Ex = 517 
x = 3.76 
m= 19 
Ex= 130 
Ex._= 1296 
x = 6.84 
mr=48 
xr = 239 
xrz.= 1813 
x=5.3 
ProductFCB 
Cell 2 
m=7 
Ex= 23 
Ex" = 107 
x = 3.29 
m=4 
Ex=20 
El= 108 
x = 5 
mr= 11 
xr = 43 
xr" = 215 
x= 4.15 
Cell 3 
m=48 
Ex= 211 
Ex'= 1101 
x = 4.40 
m=49 
Ex= 230 
Ex" = 1394 
x = 4.69 
mr = 97 
xr = 441 
xr'= 2495 
x=455 
Cell 4 
m= 16 
Ex=55 
Ex'"= 227 
x = 3.44 
m=28 
Ex= 132 
Ex' = 790 
x = 4.71 
mr=44 
xr = 187 
xrz.= 1017 
x =4.08 
Total 
me= 100 
Exe= 398 
Exe'"= 1952 
x = 3.98 
., 
me= 100 
Exe= 512 
Exez. = 3588 
x = 5.12 
mre = 200 
xre = 910 
xre = 5540 
x = 4.55 
me number of scores in a row found by multiplying number 
of scores in a cell by number of column (c). 
mr = number of scores in a column found by multiplying 
number of scores in a cell by number of rows (r). 
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Total sum of squares step 2 
2. 2. 
Total SS = Z Z. X re - (Z ~Xrc) 
mrc z 
517+1296+107+108+1101+1394+227+790 - (!09+130+23+20+211+230+55+1321 
200 
= 5540 - 4140.5 
= 1399.5 
Between-rows sum of squares 
2. 2. 
Row SS= fy(£cXrc) - (£~Xrc) 
z. 2. me mrc :z. 
J2lL+ ill- (109+130+23+20+211+230+55+132) 
100 100 200 
= 4205.48 - 4140.5 
= 64.98 
Between-columns sum of squares 
:z. 2. 
Columns SS = f c( rXrc) - (ff..Xrc) 
mr mrc 
2 2 2. 2. r. 
:u2. + il..+ ill+ !.!!L- (109 + 130 + 23 + 20 + 211 + 230 + 55 + 132) 
48 11 97 44 200 
= 4157.82 - 4140.5 
= 17 .32 
Within-cells (groups) sum of squares 
:z. 2. z. 2 :z. l 
Within-cells SS =~XI +~X2 +fX3 - (fXl)+(fX2)+('l-X3) 
ll1 n2 n3 
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'2. z. :z. z 2. 
517+1296+107+108+1101+1394++227+790 - UJ!fil. + CUID+ (ll.J.+( W+GU!l + 
29 19 7 4 48 
2. 2 2. 
(UJ))+ (ru+(l.ll) 
49 16 28 
= 5540 - 4293.19 
= 1246.81 
Interaction sum of squares 
Interaction SS = Total SS 
Mean square step 3 
Total mean square 
Total MS =total SS 
df 
Rows mean square 
Rows MS = Row SS 
df 
between + between + within 
row SS column SS cells SS 
= 1399.5 - 1329.11 
= 70.39 
= 1399.5 
199 
= 7.03 
= 64.98 
1 
= 64.98 
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Columns mean square 
Columns MS = Column SS 
df 
= 17.32 
3 
= 5.77 
Interaction Mean Square 
Interaction SS(r x) 
df 
= 70.39 = 
(2-1)(4-1) 
70.39 
(2-1)(4-1) 
= 70.39 
3 
Cell mean square 
Cell MS = Within-cells SS 
df 
=23.46 
= 1246.81 
192 
= 6.49 
Compute F value step 4 
F = between rows MS 
within-cells MS 
= 64.98 = 
6.49 
10.01 * 
F = between-column MS = 5. 77 = .89 
F= 
within-cells MS 6.49 
interaction 
within-cells MS 
= 23.46 = 3.61 ** 
6.49 
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Table 9 
Two-way Analysis of Variance of Varietion of Information 
Content 
Source of Variation Sum of Squares elf MS F 
Rows(Countries) 64.98 1 64.98 10.01 • 
Column (FCB cells) 17.32 3 5.77 
Interaction 70.39 3 23.46 3.61•• 
(CountriesXFCB 
cells) 
Within-cells 1246.81 192 6.49 
Total 1399.5 199 
*P<.01 F=6.63, **P<.05 F=2.39 
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t-test computation step 1 
Table 10 
Thai advertising 
- -Cell Information cue x (X-X) 
1 109 3.76 107.31 
2 23 3.29 31.43 
3 211 4.40 174.92 
4 55 3.44 37.91 
American advertising 
Cell Information cues x (X-X) 
1 130 6.84 406.53 
2 20 5 8 
3 230 4.69 91.31 
4 132 4.71 171.88 
t-test computation step 2 
Compute t value from the formula: 
t = x1 -x2 
Sxi -x2 
t-test for cell 1 
t = 107.31 + 406.53 
29 + 19 - 2 
t = 6.84 - 3.76 
1.003 
t = 3.07* 
*P > .01 t= 2.704 
t-test for cell 2 
t = J 31.43 + 8 l + l 
7+4-2 7 4 
t = 5- 3.29 
1.31 
t = 1.31 
l+l 
29 19 
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t-test for cell 3 
t = 174.92 + 91.31 L + L 
48 + 49 -2 48 49 
t = 4.69 - 4.40 
.335 
t = .87 
t-test for cell 4 
t = 171.88 - 37.91 
16 + 28 - 2 
t = 4.71 - 3.44 
.56 
t = 2.27* 
L+L 
16 28 
•p < .05 t = 2.021 
(Table 12) 
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Table 12 
The comparison on cell-by-cell analysis of information content 
computed by t-test 
Product 
(FCB cell) 
Cell 1 
Cell 2 
Cell 3 
Cell 4 
Variety of 
Thai infor. 
Variety of 
U.S. infor. 
content content 
109 130 
23 20 
211 230 
55 132 
*P<.01, t=2.704 ; **P<.05, t=2.021 
Computed I Probability 
3.07 P<.01* 
1.38 
.87 
2.27 P<.05** 
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